RESUMO -A participação da audiência, em qualquer de suas formas e nomes (jornalismo público, jornalismo cidadão, jornalismo participativo, UGC), parece revitalizar a democracia, graças às oportunidades de debate público abertas pela tecnologia de informação e comunicações. Por outro lado, no entanto, há muitos autores que questionam se as tecnologias interativas realmente incentivam a democracia ou o mercado, empoderam o cidadão ou fortalecem o consumidor. Neste contexto, ainda temos pouca informação sobre as motivações que impulsionam os cidadãos a participarem ativamente por meio dos mecanismos que os meios de comunicação tornam disponíveis para eles em seus próprios sites ou redes sociais. Há uma falta semelhante de informações sobre o papel que os usuários atribuem ao seu envolvimento no funcionamento dos meios de comunicação e se contribui para melhorar a sua função democrática. Este artigo pretende lançar alguma luz sobre este assunto. Palavras-chave: Participação. Jornalista. Públicos ativos. Jornalismo participativo. Democracia.
Yuri Borges de Araújo and Maria do Socorro Veloso are a response to the question regarding the favourite medium for obtaining news, as if citizens only used one medium for this purpose. When more than one response is allowed, we can observe that, while television (national, local and regional channels) remains the most popular medium for news, the internet is increasingly close behind, confirming that news consumption is multi-channel and multimedia.
Likewise, we note there are different news sources online and offline. While offline, television is the most popular news source, the main online news sources are the digital versions of traditional newspapers (82.7%) and not the television websites (28.9%). Even the pure player media play a secondary role (18.3%).
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In the first decade and a half of the 21st century, audiences, in addition to changing their preferences and consumption habits, have also become active. Citizens are not satisfied with passively consuming news, and pursue greater participation, both outside and through the media. In some cases, this implies, at least potentially, becoming involved in all the phases of the production process. As was pointed out at the beginning, following Thompson (THOMPSON, 1988) , audiences are breaking with the symbolic power of the media, which is now shifting to the active audience.
Of course, interaction between media and users is not new.
There have been letters to the editor in the printed press for over 200 years (DA SILVA, 2012; RICHARDSON; FRANKLIN 2004; WAHL-JORGENSEN, 2002a; WAHL-JORGENSEN 2002b) and in the 1990s the first initiatives were taken to bring journalism closer to the public through public journalism. This movement arose from two concerns, the gulf between the media and the community and that between the American people and public life. People felt that the democratic function of the media had been discarded in favour of market logic. They advocated a change of role and a return to the idea of journalism as a profession of public interest, strongly rooted in citizenship and with a real commitment to the values and principles of the democratic system (PAULUSSEN, et al. 2007; NIP, 2006; BLACK, 1997; ROSEN, 1999 The adoption of participatory mechanisms by online media is well established THURMAN, 2008; SUAU; MASIP, 2014) . The introduction of users' comments and ratings, as well as the option of sending in their own news materials, and other forms of interactivity, are now a feature of online media, which have incorporated participation as part of a broader strategy.
The media allow various forms of reader participation, and major differences can be identified between the various participatory models (DEUZE, 2001; TAMAIUOLO, 2009; SUAU 2014) .
The choice of participatory mechanisms and other issues such as moderation controls applied to contents provided by users are conscious decisions, which relate to the objectives and the personality of each medium, strongly influenced by their presence, or lack of presence, in the analogue world.
Research suggests that the main motivation for creating these opportunities for participation is financial rather than journalistic or relating to democratic culture (VUJNOVIC et. al., 2010; ROSENSTIEL; MICHELL, 2011) .
The attitude of professional journalists to the development of opportunities for participation in digital media has been the main focus of researchers' attention. The results have been very similar in different countries, including the US (CHUNG, 2007) , the UK (HERMIDA; THURMAN, 2008; WILLIAMS et al., 2010) (CHUNG, 2007; SINGER, 2010; HARRISON, 2010; WILLIAMS, 2010) . There is, therefore, a relationship of dependency and enmity between the media and some digital social platforms.
In this context, the media are perplexed and disoriented.
They are wary of the potential of audience participation, but also see the interaction as an incomparable source of news.
MUTATING AUDIENCES… NEW PRACTICES, OLD HABITS
The relationship between journalists and audience was Interestingly, despite the importance of the audience, the media have traditionally had little information about them. They had daily television audience ratings and audience and circulation studies provided precise information on the most popular media, the bestselling newspapers or the most-viewed online media. However, none of these were the result of direct contact with the audience, which was historically relegated to letters to the editor. Having this information undoubtedly gives the media a big advantage. However, at the same time it puts them in a position of unstable equilibrium. On the one hand, they have the legitimate approach of trying to offer content that meets the expectations of readers based on their consumption habits, and on the other, the need to avoid falling into the iron dictatorship of the audience, a temptation which is hard to overcome in the current economic situation experienced by the media, particularly online media.
In other words, the media are facing a delicate balance between public interest and the public's interest, between journalistic logic and business logic. If the balance tips towards the latter, the democratic, public service function of journalism and with it one of its key pillars (RUIZ et al., 2011) will be swept away.
The results of some research lead us to believe that the gap between public interest and the public's interest is increasing (LEE;
CHYI, 2013). In the line described by Pablo Boczkowsky and Eugenia
Mitchelstein (2013) However, it is of note that the behaviour among the audience of the Catalan media was slightly different. Here, although the most read stories also included some low-intensity news, the articles covering the Constitutional Court decision and subsequent protests had a much higher profile than those observed in the media published in Madrid.
This fits the behaviour described by Boczkowski and Mitchelstein (2013) , when they observed that in times of special political intensity Yuri Borges de Araújo and Maria do Socorro Veloso the audience tends to increase their interest in "public affairs" news.
Despite the relatively limited interest aroused by the decision of the Constitutional Court in terms of number of times the news was read, it generated a powerful reaction from the audience of the Spanish media in the form of comments. Within a few hours, the news stories connected with the independence of Catalonia received several hundred comments, and in some cases over a thousand. This is the case of the news story in Elpais.com regarding the protests staged by citizens after learning of the ban on the consultation. In just a few hours it produced over 4,000 comments and was shared over 2,300 times on Facebook and over 1,000 on Twitter (Figure 3) . 
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mainly for financial reasons, they hand over that role to the users through the "like" or "tweet" buttons. Thus, in practice, the public become what Jane Singer (2013) calls secondary gatekeepers.
Despite the pessimism which sometimes pervades discussions on the future of journalism, encouraging trends can be drawn from our findings. In the era of web 2.0, participation and social networks, citizens continue to demand up-to-date news. People want news, they want to be informed, especially in matters of public interest, and they share the news they consider to be relevant or interesting.
What has changed is the means of accessing this news and the way of relating to it, which is no longer a unidirectional flow.
Although the media still retain a central role, search engines and social networks are becoming increasingly important. The information reaches us, therefore, through multiple channels.
Although the most popular activity of Spaniards on social networks is interacting with friends (88.1%), the second most popular is accessing news, cited by 48.1% of respondents (Graph 1).
Graph 1 -Most popular activities on social networks
Source: MASIP; GUALLAR; PERALTA; RUIZ; SUAU, 2015
Users do not only demand news but, despite everything, continue to put their trust in journalists. We can see that 80% of news received through social networks comes from friends, who share the news produced by the media and professional journalists. Friends are the new gatekeepers of news.
This does not only not contradict but actually reinforces the growing confidence placed in the media and journalists. More
Yuri Borges de Araújo and Maria do Socorro Veloso than half of Twitter and Facebook users follow at least one news medium and 30% follow journalists. In fact, citizens consider the news produced by professional journalists to be more reliable than that produced by non-professionals (Graph 2).
Graph 2 -
To what extent do you think the news produced by professional journalists or by non-professional citizen journalists is reliable?
THE IMPORTANCE OF PARTICIPATION
We have seen that active audiences are taking over, at least partially, some of the classic phases of news production, such as selection and distribution. At the same time, however, they are not setting out to replace professional journalism. Rather, they are maintaining their confidence in the institution, despite the credibility issues it faces.
In this new relationship established between media and active audiences, participation plays an important role. Not only does it become the backbone of this new relationship, but also because of the value the audience itself places upon it. 83.1% of respondents agree that participation is important. And it is important despite the recognition that the opportunities offered by the media for interactivity are mainly an attempt to gain audience loyalty (34.1%), although the second objective pursued by the media in participation is the improvement of the news (24.7%). (Graph 3)
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Graph 5 -Impact of participation on the quality of news Source: MASIP; GUALLAR; PERALTA; RUIZ; SUAU, 2015
The consolidation of audience participation is seen as one of the main challenges of the media. As we have seen, the media have reacted to these opportunities with a mixture of fear and enthusiasm, attempting to integrate participation into their routines without the professional authority of the journalist being called into question.
Sociological studies confirm that a significant minority of users actively participate in the news reporting process, providing information to journalists, commenting on the news and redistributing it on social networks, for example, 37% of internet users in the US (PURCELL et al., 2010) . However, the majority of users appear to be indifferent to the opportunities for participation and, where they participate, are more likely to respond to other people's contributions than contribute original ideas, according to a Swedish study (BERGSTRÖM, 2009) This group includes comments, ratings, "likes", etc., i.e. actions that do not involve any truly creative activity on the part of the users. Lastly, the third group encompassed under "productive interactivity" involves the actual creation of original content and includes tools such as blogs or the possibility of sending in photos, videos, texts, etc. Wunsh-Vincent and Vickery (2007) defined three essential characteristics that audience-generated content must include to be regarded as productive interactivity:
to be published by a medium, involve creative work and take place outside professional routines and practices. In general, participatory forms of interactivity are the most common, but they only account for around 15% of weekly participation. However, the figure rises to 30% if we include users who use the tools on a monthly basis. Commenting on the news (22.7%, at least several times a week) or recommending news through Facebook (20.6%) are the most popular activities, followed some way behind by rating news or sharing news through Twitter.
The figures for forms of productive interactivity are much more modest, as these relate to the creation of original content that is published by a medium. As we have noted, these practices require a degree of creative effort, and take place outside professional routines and practices. Thus, only 2.5% of the audience contributes content on a weekly basis. Sending photographs (3.4%) or news (3%) are the most popular options.
CONCLUSION: (STILL) WAITING FOR ACTIVE AUDIENCES AND PARTICIPATORY MEDIA
Participation is presented as a mechanism that not only helps to win the battle for the audience, but also offers significant incentives to achieve greater profitability. Through the various forms of participation provided by the media, the latter can achieve a closer relationship with their audiences, strengthen the bonds of mutual trust and potentially create a sense of community or belonging. These are all factors that encourage loyalty.
In an ecosystem in which the audience is extremely volatile, in which the positioning in Google and recommendations from friends determine the news consumption of a growing segment of the population, and in which the audience demands a more prominent role, loyalty is perceived as one of the pillars to support the survival of the media. Loyalty is not achieved exclusively through the inclusion of forms of interactivity, but primarily by providing quality content, and also drawing the audience into a common news project. In other words, participation, but with direction, with a purpose from the point of view of democratic culture.
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It is a significant challenge, but it is clear that users still want news, especially news preferably produced by professional journalists, whether or not it reaches them through the traditional channels. Not only that, users are taking up the opportunity of improving the news, and want to discuss it.
The online media are evolving towards the building of more intensive interaction models, which also seek to involve users in the production process or, in some cases, fostering their horizontal interaction though social networks.
Nevertheless, these efforts do not appear to meet the aspirations of the audience. Despite the initial discourses, up to now the media have failed to build real opportunities for debate in the form of a new 2.0 public sphere providing an environment in which citizens of different ideological positions can meet and exchange their perceptions and attitudes regarding public affairs. The existence of these forums for debate defines a real democracy and the lack of these is precisely one of the reasons why modern democracies are not working (BARBER, 2006) .
Notes
González (Spanish Socialist Party). He appeared on the front pages of the celebrity gossip magazines after he married Isabel Preysler, who was the first wife of Julio Iglesias, and regularly appeared in this type of magazine.
